

















































1999年度で，文化施設が 2,033（公立文化施設協会会員館数 1,355＋非加盟館 678．但し，社団法人
日本芸能実演家団体協議会（芸団協）のデータベースでは施設数は 3,082．），博物館が 5,109存在す
図表 1　文化庁予算と一般会計
年度 文化庁 伸び率 シェア 国の一般会計 伸び率 文科省 伸び率 シェア
1989 40,945 8.3 0.07 60,414,194 6.6 4,637,929 1.3 7.68
1993 53,897 8.7 0.07 72,354,824 0.2 5,426,472 2.0 7.50
1996 75,003 12.3 0.10 75,104,924 5.8 5,753,859 2.0 7.66
1997 82,839 10.4 0.11 77,390,004 3.0 5,819,763 1.1 7.52
1998 81,888 △ 1.1 0.11 77,669,179 0.4 5,790,899 △ 0.5 7.46
1999 80,504 △ 1.7 0.10 81,860,122 5.4 5,870,679 1.4 7.17
2000 80,791 0.4 0.10 84,987,053 3.8 5,883,676 0.2 6.92
2001 90,949 12.4 0.11 82,652,379 △ 2.7 6,578,394 1.0 7.96

































年度 計 総合 科学 歴史 美術 野外 動物園 植物園 動植物園 水族館
1987 2,311 179 192 1,324 379 19 73 66 17 62
1990 2,968 222 261 1,717 498 28 79 75 20 68
1993 3,704 238 302 2,189 651 38 81 102 30 73
1996 4,508 295 383 2,604 846 59 84 129 28 80









































トであるとされるが（Newman 1977; Mokwa et al. 1980; Pick 1980; Pick and Anderton 1996; Kotler and










































































































































































で，アート消費関連の研究としては，Hirschman and Holbrook 1982; Holbrook 1980, 1982, 1983, 1986,
1987, 1996; Holbrook and Bertges 1981; Holbrook and Hirschman 1982; Holbrook and Huber 1979, 1983;
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Arts Management in Japan: Problems and Some Implications 
from the Marketing Point of View
hÉáâç=h^t^j^q^
ABSTRACT
It is more than 10 years since the “arts management” concept was introduced to Japan.  Due
to the stagnant Japanese economy, the fad of the arts management is over.  However, the
practical arts management is really needed now because of the thousands of facilities
constructed all over Japan.  The number of concert halls, theatres, and museums has almost
doubled for the past ten years due to the Japanese “hard-oriented” arts policy.
The purpose is this article is threefold: to indicate some aspects of the Japanese arts policy,
to examine problems facing arts management in Japan, and to review the related literature from
arts and marketing in order to suggest possibilities of customer-oriented arts marketing and
future research directions.
